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2001: Beginnings.....

The state of CRC screening in Germany:

FOBT screening program since 1971 (!) eligible: 90% of the people 45+

Handout of FOBT mainly through GPs & gynocologists
Program is not evaluated

Participation rate low
Mortality 58 %, ranks within the top positions in Europe

First steps of the Felix Burda Foundation:
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Designing innovative ads & TV spot

Ads appear free of charge in all 45 Burda Media magazines
Broadcasting of TV spot pro bono on all German channels

Malin principle : positive context, clear messages, innovative pictures
Goal: raise a maximum of public awareness
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First ad-campaign 2001

»This is the size of the
non-discovered tumor in
her/his colon®
double-page ads
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Networking - crucial factor of success

. March 2001: first national conference of stakeholders
'Munich Declaration’ claims: colonoscopy as primary
screening tool, reducing CRC mortality about 50% in 5 years

. March 2002: first national Colon Cancer Awareness Month
many different partners participate with own activities

. Network of stakeholders

(gastroenterologists, public health insurers, health ministries, advocacy
organisations, professional medical organisations)

. Network of media partners
all large media companies support the awareness month

. Co-operation with BILD, the largest German tabloid
reaches 12 million readers daily

page 4 The Felix Burda Foundation CRC Awareness Campaign in Germany 24.04.2009 % FOUNDATION



Communication work of FBF

. Communication strategy for the Colon Cancer Awareness Month
. Press conferences in cities with large media corporations

. Convincing celebrities to act as testimonials

. Partnerships with media

. Arranging interviews with celebrities

. Placing topic in almost every German TV talkshow

. Broadcasting of the colonoscopy of a celebrity in a popular

TV format caused a German ‘Couric Effect’
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Results of the first Colon Cancer Awareness Month

March 2002: in one single month the campaign had reached out to
. 18 Million TV viewers (talkshows, other programs)
. 350 Million readers (newspapers, magazines, periodicals)

The campaign succeeded in creating a momentum:
. The rate of colonoscopies increased by 25 %
. The rate of awareness increased by 30 % (from 20% to 50%)

October 2002: Implementation of colonoscopy program
. Reaction of Board of decision makers to media campaign:  public health
insurers offer free-of-charge colonoscopy to all people over 55
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New partners,new forms of co-operations

Partners:

. Drugstores and GPs’ offices leaflets, posters

. Public health insurers --> customer magazines

. Professional providers of companies health services

. Federal states and large cities : concerted regional actions

. GPs’ daily newspaper: information and posters for family physicians

Role of the Felix Burda Foundation
. In many cases : initiator

. In most cases : providing logistic support

New service 2009 : leaflets and posters can be ordered ‘on demand’ by interested
parties at a professional service provider
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Partnering with human relation personnel of companies

FOBT screening for 5000 Burda employees in 2002
* Adressing HR directors of the 200 largest German companies

» Co-operation with company health insurance funds  and health services
providers to medium-sized businesses

» Creating a manual explaining step by step how to conduct employee program

2009: half of the large German companies have included CRC screening in their
company health programs:

« 2-3 million employees accomplish iIFOBT every year

e Opportunity to reach especially men and make young people aware of
a familial or hereditary risk

Cost-benefit analysis works strongly in favour of the company (1:10 €)
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2003: First campaign with celebrities as testimonia  Is

Different themes for different target groups

Formular 1 car racing champion Michael Schumacher: Late-night talkshow host Harald Schmidt:
> My most important pit stop is the CRC screening > | say Yes to colonoscopy every 2 years. It's the
examination.< only thing | treat myself to.<

FELIX BURDA
FOUNDATION
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2008/09: Testimonial campaign with celebrities

> Feeling good doesn’t mean that you cannot have co  lon cancer. You can
only feel safe if you go and get screened. <
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Impact of communication and networking

Surveys 2002 and 2008 :

| feel well informed about CRC*
2002: 21 % 2008: 44%

»1here are good methods for the early detection of CRC*
2002: 24% 2008: 72%

People 50+: ,| have talked with my doctor about CRC screening*
2002: 35% 2008: 72%

But: Knowing does not necessarily translate into action!

« 3 outof4 interviewed persons think that they have to go for screening only if they
feel abdominal pain

« 2 outof 3 believe that modern medicine has the potential to heal CRC

It obviously needs joint forces and innovative concepts t 0 change this!
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The Felix Burda Awards

Different categories:

1.
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Medical professionals : Project/study must be application-oriented.
Award 2009 : Public health insurer inviting insurants to colonoscopy
Individuals, cities, clinics, others: Award is provided for well managed
& well designed concerted actions. Award 2009 : City of Stuttgart
Companies : Program for employees must be sustainable. Award 2009 :
Energy Provider E.ON

Journalists: Must have an innovative and sustainable approach for target
group. Award 2009 : Turkish tabloid, = number one newspaper for the Turkish
speaking community in Germany

Celebrity award: honoring engagement of celebrities to promote screening.
Award 2009 : Premiere league soccer coach




Felix Burda Award 2009

Medical officer and Chief executive CEO of a public health insurer receives
officer of large German energy award for being the first insurer to invite
provider E.ON Ruhrgas receive the insurants 55+ individually to colonoscopy
company award Numbers almost doubled in 2 months (!)
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Felix Burda Award 2009

Premier league soccer trainer Jorg
Berger having been diagnosed with CRC
in 2002 receives award by heavy-weight
boxing champion Wladimir Klitschko
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Excellent program - little compliance

The German colonoscopy program:

. Free of charge 55+

. Good infrastructure

. Quality-assured & quality-controlled

. Supported by an exceptional advocacy group of organizations

Why is it that only 3% of the entitled population per year participate
In the program?

Individual barriers:

. Fear and embarrassement

. >My doctor did not tell me<

. >My health insurance did not tell me>

Cultural barriers:

. German people are not used to act on their own authority to prevent
diseases
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The German program and the role of GPs

Patient counseling by GPs is a central part of the German program.
But many GPs :

. lack appropriate training
. are not familiar with the guideline
. don‘t see clarification of positive FOBTs as mandatory

Shortcomings:

. outcome of counseling not documented

. outcome of FOBT and referral to colonoscopy not documented
estimatd 50% tests are not utilized

. family history is not part of the counseling

most people with a family history of CRC don‘t know about increased risk
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Improving the existing program through networking

2004: The network of stakeholders is officially regi stered as non-profit charity
Examples of the Charity’s work:

. 2006: Experts workshop on familial and hereditary risk.

. 2006: Experts workshop on patient-friendly standard for colon cleansing
result: official recommendation of the endoscopists’ society

. 2007/08: Network has been initiating
- integration of family history in eDocumentation of colonoscopy
- pilot to evaluate and document the counseling and the FOBT procedure

. 2008/09: Initiating organized screening programs  with individual invitation
- in one of the federal states 2009: 20% participation instead of the
average 3% are expected in this state
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2009: What has been achieved through program & advocacy?

Incidence and mortality in 2008:

. 73.000 are newly diagnosed

. 27.000 fatalities

Decrease of mortality rate from 58% (2001) to 38% (2008)

Participation in colonoscopy program

. 3,5 million eligible persons (age 55+) completed colonoscopy
. = 20% in the main traget group (age 55-74)

Findings:

. 70% of the 26.000 carcinomas were in stages | & Il

. 200.000 advanced adenoma were detected and removed
Estimate:

. 15.000 CRC cases will be prevented by the year 2010
(see Reuters Health 2 April)

Annual decrease of CRC fatalities by 1.000
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Thank you for your attention!

& R S\ U LHAIKQWZ HIL Y
6|PWOLFKH %LOG XQG 7H[WUHFKMWIH G LBHMHG HBW )HOQWBWURQ OWLIBNXQIH UHYUHQ@ 198 WZHRGQGX QV W* Q@ H KPPLLW XMXVGHE: BWQ LWKIQU HUODXEW
'"HU +'DUPNUHEVPRQDW 0}]U]  LVW BH@HAKHVQIWHAVOIDUNRGHEKHQGHOL] %XUGD 6WLIWXQJ

page 19 The Felix Burda Foundation CRC Awareness Campaign in Germany 24.04.2009



